Messaging Strategy Research for Convincing Anti-Maskers to Wear Masks by Batista, Julia
Background: 
The purpose of the research was to collect information that contributed to an effective messaging strategy to change the behavior of people between the ages of 18-24 who do not wear face masks in public spaces, despite 
mandates. YouGov, Gallup, the Pew Research Center, and NPR have published reports that outline which demographics are wearing masks the most. What is missing are data points that seek to understand why some refuse to 
wear masks and what methods of messaging and communication would convince them to do otherwise. To fill this gap, this research focuses on recognizing reasons why college students defy mask regulations, and how to 
persuade them to wear masks more often in public.
Methods: 
The secondary research phase consisted of 
cross-referencing research center, data 
company and news outlet reports to 
understand what groups were most resistant 
to mask-wearing. This helped frame questions 
slated for the primary research phase, which 
consisted of qualitative and quantitative 
research. 
The qualitative research methods included 
interviewing two participants who were 
within the 18-24 age range. Participants were 
chosen from a Research & Statistics class and 
by reaching out to someone with 
controversial views about mask-wearing. A 
protocol allowed for follow-up questions 
throughout the 30-40-minute interviews. 
The quantitative research methods included 
distributing a survey using convenience and 
snowball sampling that resulted in 86 
participants who were within the 18-24 age 
range. The pie charts below delineate other 
demographic information of the participants, 
including gender and political party 
identification.
Results: 
Results suggest that authorities and/or medical experts can do several things when developing a public service 
announcement (PSA) about mask wearing. The message should be formulated or sponsored by the Center for Disease 
Control (CDC), because 93% of participants said they trust the CDC the most concerning the encouragement of mask-
wearing. 
The content of the message should take an emotional approach rather than an informational approach. Quotes from the 
qualitative research such as “…a mask is better than no mask,” and “I’m really scared about getting the people around me 
sick. So I want to make sure I’m doing what I can to keep the people I love safe,” prove that while participants may not 
think masks completely protect them from Covid-19, they will wear a mask to protect their loved ones. Below are the 
most common reasons why people wear masks.
One theme from the qualitative research was that “the inconsistency in messaging from the media and the CDC 
contributed to a lot of confusion and frustration about what to do regarding protecting oneself from Covid-19.” If the PSA 
includes informational appeals, facts should be double-checked prior to including them to keep the message clear, concise 
and less confusing. Another theme from the qualitative research was that “leaders can do things differently to convince 
constituents to wear masks.” Therefore, a campaign could feature respected public figures testifying to the importance of 
wearing a mask. 
Although the target audience was people ages 18-24, it may also be necessary to further target more specific audience 
segments. When asked, “how inconvenienced do you feel when wearing a mask?” on a scale of 1 to 7, Republicans on 
average answered with a 4.8. Democrats answered with an average of a 2.18, and Independents answered with an 
average of 1.9. This means that Republicans are more likely on average to think that wearing a mask is an inconvenience. 
Due to this, the PSA should target regions where Republicans are located the most.
Below is a chart showing what sources participants get information from. The Internet, social media, and television would 
be the preferred channels of distribution for the PSA, to ensure the message effectively reaches the target audience. 
Messaging Strategy Research for Convincing Anti-Maskers to Wear Masks
Conclusion: 
This research covers the broader idea of persuading those age 18-24 to change their behavior for the sake of public health. The research also tries to motivate a larger population, through strategic 
communication, to do their part to protect themselves and others during a global pandemic. Major findings of the research include that the PSA should come from the CDC, the message should be emotional 




Team members: Julia Batista
Issue: Change the behavior of anti-maskers to wear masks in public
Target Audience: Males and females ages 18-34
Why use qualitative research?
Qualitative research gives us the context and understanding of one’s 
thoughts and experiences in their own words. This can be useful 
because it gives us a more in-depth description about the target 
audience’s insights. 
Method
In total, there were two participants, both within the 18-24 age range. 
Participants were chosen by who was available in my Research & 
Statistics class and by reaching out to a friend who knew someone that 
may have controversial views about mask-wearing. 
Each interview lasted for 30-40 minutes over a Zoom meeting. The 
meeting was recorded, and notes were taken on a pad of paper for 
follow-up questions. The protocol included asking for consent and funnel 
structured questions that allowed follow-up and probe questions 
depending on the participant’s response. 
Theme 1: People who wear masks do it so 
that they can protect loved ones
“I don't currently live with any, like high risk people but like, I've got family members who could 
be considered high risk and like, I want to know that if I need to, like go see them without like, 
properly like quarantine or testing like, I would be probably like a much safer to do that than if I 
like wasn't wearing a mask.”
“I'm, like, really scared about getting the people around me sick. So I want to make sure I'm 
doing what I can to keep the people I love safe.”
“I'd probably say, the, like, wanting to keep the people I love safe because I think you get it 
it's, like, tricky to, like, convince people with facts, like, once they've heard like other things and 
if they're going to believe it or not. So I definitely like a more like a more emotional route of like, 
like wear a mask, if not for yourself then like for your grandmother, or something.”
“But like, I make sure to wear my mask when I'm in public or anything like that. 
Because if I got COVID I gave him COVID, that would kind of suck and I'd be 
upset about that.”
“But I guess for like eight months, you got to wear masks like and your Governor's like 
yeah, just wear a masks, you know, for grandma Jones, we all love grandma Jones 
cookies like, let's hold it down for grandma Jones for six to eight months.”
“I don't give my dad Corona I won't give you granny Corona. Alright. And it if helps a 
little bit, awesome, cool.”
“I think they're just kind of like, "Oh, cool. That's great. Well, I'm gonna get drunk on 
Saturday, or I gotta get drunk tomorrow. So I really don't care about what's going on in 
the world. Like, it's not my grandma, so I don't care." So like, so I think people are 
worried that there is affecting their regular life more than the world's life.”
“You're not selfish, help granny out why are you causing a commotion at 
the mobile at nine in the morning, what are you doing?”
Theme 1 cont.: People who wear masks do 
it so that they can protect loved ones
Theme 2: People are okay with dealing with being 
uncomfortable when wearing mask to protect oneself or others
“Like, I feel like I'm also like, doing something to help by wearing a mask, because 
I'd rather take the chance that I'm like, uncomfortable for like, every time I go out in 
public, but I don't get other people sick, and I don't get sick, then, like to not do 
anything, just because, like, I'm not convinced that it's going to be helpful.” 
“Um, and then I think like, probably like people in my demographic like the young 
college student like it's definitely I think easier for most of us to like deal with the 
inconveniences and like the difficulty maybe like the physical difficulties that it 
presents.”
“I think it's an infringement on convenience. But 210,000 people are dead. So I think 
we can be inconvenienced for a little bit.”
“I guess it's better for society for me to wear a mask, I'll survive the 10 
seconds or 10 min errand I have to do.”
Theme 3: People believe that masks make a difference 
in preventing the spread of COVID-19, even a little bit
“But I am of the opinion that masks like, are something tangible everyone can do to keep 
ourselves and like the people around us safe.”
“Because like, even if, like, it's wrong, like I know, like, a lot of people are like, oh, like, it doesn't 
matter if you wear the mask, like three, like pieces of cotton, like aren't gonna save you from 
anything. Like, even if that's not true, there's still going to be like the chance that it is true. So 
I feel safer.”
“And then I think obviously, like a mask is better than no mask.”
“But I think the science there is very clear that wearing a mask is the easiest thing to do to 
keep, like people safe.”
“And three, I guess the little defense like you know if I can help you out a little bit, 
you know, I give you a little pat on the back and give me a little pat on the back.”
“I guess you're I mean like it's like the same thing I guess like if I cough and I have COVID like like has a little bit of it 
like a little bit of a defense like I think it helps you I think it makes people psychologically feel comfortable like a lot of 
people psychologically feel comfortable.”
“Like no, it doesn't really protect me like but like if it helps me a little bit like and it helps me like if it helps me that one 
time I didn't get COVID because that dude was right next to me in the hospital and helped me in that little brief walk by, 
I'll take that.”
“So like I don't think they really I don't think they really do as much but it's kind of like the thing I said before it's a light 
defense for I guess like work, I guess regular life, like it's a little bit of a defense so and to make sure everyone feels 
comfortable.”
“I think like that I agree with it like six feet apart, like we could do the six feet apart. Like, that's fine. That makes sense. 
I really don't want you to stand next to me anyways, um but if you want to wear masks like that's cool. It's a little bit 
preventive. So like I said, it's still defense. It's better than "Hey, dude, breathing on me." So I think that's, I think that's 
good.”
“I think it does help but like stopping COVID spread, like I think it stops it in a way. I think it's definitely like 
a like, I guess it's like how do I put it it's like a really bad NFL defense. Like, it's still a good defense. Like 
so I think it's like a light defense. I think it's good in a way. I think it definitely stops COVID in a way.”
Theme 3 cont.: People believe that masks make a difference in 
preventing the spread of COVID-19, even a little bit
Theme 4: Wearing a mask contributes to a bigger 
cause in solving the issue of COVID-19 quicker
“I'll wear a mask for the people I'm a man of the people I gotcha I'm down for the cause.”
“Like, just, you know, just keep your six feet I think like, just self respect. Like, just like, yo, 
we're in this together. You know, like, this affects everyone here.”
“But he got COVID so it's alright like, we're all in this together, you know, six feet keep a 
mask.”
“People are dying here. All right. This is not like narratives here. This is not he wins, I win, if he 
dies from COVID, I win like, like, when they're talking like, like, it's not a thing. Is that cool? Like, 
they should be really like we're in this together type of thing. Like no picking sides.”
“I think like the main pro from, like, what I understand from the science is that, like, the way I 
understand, like, if you wear a mask that's keeping the people around you safe, and if 
they wear a mask that's keeping you safe. So I think my biggest pro to like wearing 
a mask is that I, like I said before, like have that feeling of like being helpful and like 
doing my part.”
“Hey, if we're going off what my rights are like, I can use my phone whenever I want. I 
pay the bill, like who the hell are you telling me when I can use and not use my phone. 
But you shouldn't use your phone, because it will disrupt the class. All right. All right. 
Same thing with the masks. Yo, we're only wearing these things for like four to six 
months, bro. We're not trying to disrupt the class, which is the world and give people 
Corona and we have a little bit defense about it.”
“But once again, this is back to the, this is not an A or B side, bro. This is you know the 
team battle. Just put the mask on for a little bit, bro.”
Theme 4 cont.: Wearing a mask contributes to a bigger 
cause in solving the issue of COVID-19 quicker
Theme 5: There are most often negative reactions or 
interactions with people who don’t wear masks in public 
“Like they have, it's like, you need to wear a mask. Or like, you're a bad person.”
“I think people in general influence my opinion by fact of like, I'm not really into like, I guess 
they would consider it now woke culture, I guess they would consider it like, "oh, you're a bad 
person. If you do this, I'm gonna cancel them." 
“Like, as long as you're not harming people around me are causing chaos, like you mind your 
business and I mind, mine. We're cool. But so if you don't wear a mask, like you're literally 
putting yourself out there to be like, ‘Yo, hey, dude, put a mask on. Are you trying to make a 
statement right now?’"
“Like, at this point I don't know like, like what kind of point you're trying to make like you're not 
just not trying to wear it like for 10 seconds like, or three minutes. Like really I don't know what 
the pros are for that, I really have no pro for that.”
“But in Ithaca, like if I don't wear a mask in Ithaca, I can just feel all these like all 
these bombers and Cornell people just staring at me. I can see freaking Kyle from 
Westchester over here just staring at me like ‘Yo, wear a mask dude.’” 
“If they're not they are jerk offs or something.”
“But then like a friend or a family member is like someone who's supposed to love me and they're 
not wearing a mask? I'd tell them my feelings are hurt. And I tell them they're being stupid and 
reckless.”
“Um, so like, you see enough of that, and then like, those like, like, little stories of like, woman gets 
kicked out of Walmart for throwing a fit about not wearing a mask, like it's like, blown up.”
“And it is like startling to see I think any anytime there's like a big group of people doing one thing, 
and then there's like a couple people not doing that thing. In this case, like wearing masks and then 
not wearing masks. Like it's startling to see and like, frustrating. And you kind of like you look like 
a bad person.”
“So I know that if I'm not wearing a mask, I can get turned away from like, going into 
stores or like picking up my food from a restaurant. So there's like that incentive. I’m 
just like, why create an issue.”
Theme 5 cont.: There are most often negative reactions or 
interactions with people who don’t wear masks in public 
Theme 6: The inconsistency in messaging from the media and 
the CDC contributed to a lot of confusion and frustration about 
what to do regarding protecting oneself from COVID-19
“Yeah, no, I think it definitely, like because there's like, so much information, especially like about this that's like 
changing all the time. It's been, like, thrown at us and like, early on, they had like two things and like, one was 
like, don't go out and buy like medical grade masks because the hospitals need those. And the other thing was 
like, I don't know whose I don't know if anyone like official even said it, but like it, it basically like got mainstream 
that like, the masks, like the particles that Coronavirus travels in are smaller than like, anything a mask can 
filter out. So like, why bother?”
“But I've heard and like under the impression that he was like a Yale study where they like pushed water 
particles through the different masks like see how far they could go.”
“I choose a liberal and I choose a conservative site and look at the same exact topic. Right next to each other. 
Totally different stories.”
“So and we're on this team, we're in this team. Now we're in this team battle now. The people that tell 
us the news, pick the team, they all have their own teams. You're over here. I'm over here. Fox 
you’re on R, CNN you're on D, Daily Wire you're on R, Huffington you're on L. Like come on. Right. 
You got it. Okay, we got our spots. Cool. Cool. All right. Now write the stories about your narrative.”
Theme 7: The media can push better narratives or 
no narratives to convince people to wear masks
“But like in the news, like regular news media, I guess the mainstream news they always say like, I guess 
there's like, I mean, I guess you can name them all, like CBS, CNN or ABC. Like they all mostly say like, I 
need like, you should wear a mask. Like to push the, I guess the narrative, like it's safe to wear 
masks. And then you get like a daily wire or Fox News. They might be argumentative against the mask 
because they think Corona is probably a hoax and everything like that. So get those.”
“So like, what they could do at what they, would, should do is like I guess like not choose narrative be like, 
like it was throw... I guess throw up the stats of like, COVID every day and be like, this how many people 
died today and like just watch people watch. This is like, where it's at today. This is the infection rate here 
the infection rate here. This is the infection rate here, blah, blah, blah, stuff like that. Yeah. I guess like not 
push a narrative.”
“He is making like the argument, like just like, they have control the narrative. So their narrative 
can be mask wearing is good. You have to wear a mask, masks work. Like if like, that's the 
only available message, then I think that that could probably be helpful, because if you hear 
something enough, eventually you're just gonna break down. 
Theme 8: People think that leaders can do things 
differently to convince constituents to wear masks
“Um, so, I guess like, you know, wear the mask first off, I guess, like, wear it, walk around with it. Be like a normal human 
being, like, you know, when if you go to a state, and you're there for more than 24 hours quarantine. I guess just you have to, 
like, act upon, like what you say a lot, which I don't think leaders do nowadays.”
“Like, I think it's like, you know, he's got to be the same, like wear the mask, you know, these are supposed to be a mediator, 
like, don't be like, pushing narratives that, this is not a narrative time.”
“Be a mediator of the situation, be like "alright, guys listen. I don't want to be putting these masks on I don't even want Corona 
to even be happening. But we need to wear these masks for like four months. I'll wear that mask, I'll wear it for you too, wear 
it wherever I go.”
“They should wear a mask themselves. I think that's like, if you are a supporter of someone then like you, you like what they 
stand for, and like the actions they take. So if Donald Trump had come out and been like, mass wearing is great, like America is
the greatest country in the world because we all wear masks, and we care about one another and we are patriots for wearing 
these masks. I'm sure we wouldn't quite be where we are now.”
“So I think governors have the responsibility to do literally anything they can do in like, I hate to say like a time like
this, but like in a time like this to keep their people safe. So I think they're absolutely right in having mass
mandates and I think that they're absolutely right in having the power to enforce it like do I think people should 
go to jail for not wearing a mask? Absolutely not. But I think if businesses are like, flagrantly, like not abiding by 
the rules, there needs to be a penalty there, or else like it, it becomes okay to not wear a mask.”
Recommendations
Based on the themes that emerged from the interviews, I have several recommendations to 
your team about how to proceed in convincing anti-maskers to start using face coverings. 
My first recommendation involves composing a message that stresses the importance of 
wearing masks although the audience believes that masks don’t protect you 100%. I suggest 
this because according to participant responses, they are willing to wear masks for the little 
difference it makes in protecting oneself or their loved ones. By taking a more emotional route 
rather than a factual one, audiences will be more willing to suffer the inconveniences of wearing 
a mask if not to protect themselves but to protect others. 
Ways that you can approach this kind of messaging includes producing visuals of people 
wearing masks and their interactions with family members, whether they are sick or not. You 
can show how easy it is to put on a mask just for a quick errand to ensure the safety of 
those at home. You can also tell the story about a specific person who wears masks 
specifically so that they protect someone that is more at risk for contracting and 
suffering the risks of Covid-19. 
My second recommendation that is based around the themes that 
have emerged from the interviews is that when you compose your 
message, it should be clear and concise. The audience has already 
been confused enough by the media, CDC and national leaders. If 
you do combine both an emotional and factual approach to your 
messaging, consider conducting prior research about the facts that 
you’re looking to include. 
Recommendations
My last recommendation is that there is a connection between the actions of 
people and the people who they look up to. People are increasingly influenced 
by the media as well; so if you plan on convincing your audience based on the 
popularity of wearing masks versus the emotional appeal of it, you can show 
how their local leaders and favorite celebrities are wearing masks. 
Ways that you can approach this are either through promoting photos of 
leaders and celebrities wearing masks on social media or within a produced 
PSA video. You can have these people “speak” to your audience by having 
them ask viewers to wear masks and how it will help protect themselves 
and their loved ones. You can also have an ad campaign partnered 
with a company that produces masks and have a public figure 
endorse your messaging. 
Recommendations
A Note
Note that my recommendations are only that, recommendations. There 
are several limitations that are present from my research, including a 
very small sample size, the ages of participants don’t reach the late 20s 
or early 30s and that some of the participants may have personal bias. 
Given these limitations, it is understandable if you require more 
qualitative research before proceeding. 
Quantitative Research Review 
By: Julia Batista
Introduction
Team members: Julia Batista
Issue: Change the behavior of anti-maskers to wear masks in public
Target Audience: Males and females ages 18-34
Why use quantitative research? 
Quantitative research refines results so that they are more precise. You can 
have more accurate comparisons, collect and compare data all at one time, 
and through some sampling methods your data is more representative of a 
larger population because it is more objective compared to qualitative 
methods of research.
The survey was distributed by sharing the survey link on my personal Snapchat and Instagram 
accounts, posting it to Facebook groups and by sharing the link with my Research & Statistics 
classmates. 
The method of sampling used for distribution were both convenience and snowball sampling. This is 
considered convenience sampling because I chose to send my surveys to those who were readily 
accessible. This is also considered snowball sampling because I had a respondent share the survey 
with their friends through their own social media accounts. 
Some implications that come from these sampling types include that the responses can be biased 
because of my self-selection of participants that were available through my social media. This would 
also mean that the data cannot be representative of a larger population. Through snowball 
sampling, there is also a chance of homophily, meaning that those who took the survey 
are most likely to have similar characteristics to the person who is posting the survey.
Method
Method cont.
The total number of respondents of my survey, or n-value, is 86 people. 
One-hundred percent of the survey were those in the age range of 18-24. The following pie charts delineate 
demographic information regarding gender and political party identification. One-hundred percent of 
participants of the survey fell into my target audience. 
“To you, how important is wearing a mask?” (1=not important, 7=very important)
The average response to this question was 6.7, meaning that most participants believe 
that it is very important to wear a mask. The standard deviation was 0.79, meaning that it 
was likely for participants to choose another option that is 0.79 up and down of the average 
response of 6.7. 
The mode of the data, or the type of response that appeared the most, was 7. This means 
that most participants chose option 7, meaning that most would agree that it’s very 
important to wear a mask. 
Based on the responses, it is reasonable to assume that on average many would 
say that it is very important to wear a mask. 
Results
Analyzing the correlation between “To you, how important is wearing a mask?” (1= not 
important, 7= very important) and “When you're going somewhere that may have more than 
10 people present, how likely are you to wear a mask?” (1= never, 7= always)
The r-value of this correlation was 0.49, meaning that the relationship between the questions of “To 
you, how important is wearing a mask?” and the likelihood of someone wearing a mask when they 
are going somewhere that may have more than 10 people is positive and moderately strong. This 
means that the more someone thinks that wearing a mask is important the more likely they are to 
wear a mask somewhere that may have more than 10 people present. 
The p-value of this correlation is <0.00001, meaning that this correlation is statistically significant 
because it is below 0.05. This means that these correlation results can be representative of 
and generalized to a larger population.
Results
“How inconvenienced do you feel when wearing a mask?” (1= not a bother, 7= so 
annoying)
The average answer to this question was 2.47, meaning that on average participants 
chose options closer to saying that wearing a mask isn’t a bother. The standard deviation 
was 1.56, meaning that participants were likely to choose an option that is 1.56 up and 
down of the average 2.47. 
The mode of the data was 2. This means that most participants chose option 2, meaning 
that most would say that wearing a mask isn’t a bother. 
This would mean that on average, participants do not feel inconvenienced by 
wearing a mask because most of them agree that it isn’t a bother. 
Results
Analyzing “What political party do you identify with?” in correspondence with “How 
inconvenienced do you feel when wearing a mask?” (1= not a bother, 7= so annoying)
Although the previous results in the last slide state that on average participants do not feel 
inconvenienced when wearing a mask because it isn’t a bother, there are interesting outcomes 
when analyzing the question in conjunction with someone’s self-identified political party.  
When observing those that identified with the Democratic party, the average response to how 
inconvenienced they felt when wearing a mask was 2.18 on the scale of 1 to 7. The results of those 
who identified with the Republican party, the average response was a 4.8. The average of those 
who identified as Independent was 1.9 and those who chose Other the average was 3.38. 
This would mean that on average, those who identified as Republican were more 
inconvenienced by wearing a mask compared to others that identified with another 
political party. 
Results
Analyzing “What political party do you identify with?” in conjunction with “How well do 
you think the media did in convincing people to wear masks?” (1= horrible, 7= great)
On average, those of who identified as Democrat responded with a 4.48 to the question of how 
convincing the media was when it came to mask-wearing. Those who identified as Republicans 
or Independents on average responded with a 4.8. Those who chose Other on average 
responded with a 4.25. 
This would mean that regardless of their self-identified political party, all participants on average 
said that the media did a good job in convincing people to wear masks because all their 
responses were above the midway point of 3.5 of the 1 to 7 scale. 
Results
“Why do you wear a mask?” (Choose multiple out of seven options)
For this question, participants had to choose from a list of seven options that are shown in the bar graph below. The 
three options that were chosen the most to the least include “to protect family members/others”, “to protect myself” and 
“it contributes to a greater good – getting rid of Covid-19 faster.” What is also interesting to see is that 65 respondents 
chose “the government or CDC recommends or requires it.” 
According to the participant responses, these appeals are what compels them to wear a mask. 
Results
“From what sources do you get you get information from the most?” (Choose out of multiple 
options)
From the available options shown in the bar graph below, the three media sources that participants stated 
that they get their information from the most are the internet, social media and TV. A lower percentage of 
participants said that they also get their information from newspapers and the radio also. 
Results
“From what source would you trust the encouragement of mask-wearing the most?” (Choose one) 
Ninety-three percent of participants said that they would trust the CDC the most when it came to 
encouraging mask-wearing. Smaller percentages of 2.3% said that their social circle or “Other” is what 
they would trust when it came to the encouragement of mask-wearing. 
Results
Analyzing “From what source would you trust the encouragement of mask-wearing the 
most?” in conjunction with “How often do you wear a mask?” (1= never, 7 = always)
When observing those who choose to trust the CDC the most when it came to the encouragement 
of mask-wearing, on average they responded with a 6.64 when responding to how often they wear a 
mask. Those of who choose to trust the federal government on average responded with a 5 and 
those of who choose to trust the media and their social circle on average responded with a 7. 
This means that those who trust the CDC the most also on average always wear a mask. This is the 
same for those who trust their social circle and the media.  
The results of who chose to trust the CDC in conjunction with how often they wear a mask is more 
accurate because a larger portion of the sample chose this combination. Those of who 
chose the federal government, the media or their social circles only yielded to one or two 
responses in conjunction with how often they wear a mask which makes it less accurate. 
Results
“How much do you agree with the statement that if people wore more masks, 
there would be less spread of Covid-19?” (1= highly disagree, 7= highly 
agree)
The average response to this question was a 6.7, meaning that on average all 
respondents highly agree with the statement that if people wore masks there would 
be less spread of Covid-19. The standard deviation of this was 0.78, meaning that 
participants were likely to choose an option 0.78 up and down of the average 
choice of 6.7. The most chosen answer was 7. 
Results
The message of the PSA should originate from someone that is considered 
trustworthy and has good standing with the public. Ninety-three percent of 
participants of this survey said that the source that they would trust the most when 
it came to the encouragement of mask-wearing is the CDC. The data also 
indicates that those who trust messaging about mask-wearing from the CDC 
always wear a mask. 
My recommendation for this bit of information is to create a message about mask-
wearing that is either sponsored by or formulated by the CDC. This way, the 
audience is more likely to be more receptive to the message because in 
their mind, it’s coming from a trustworthy and reliable source. 
Recommendations
When developing the messaging strategy, I recommend that you convince anti-
maskers of the importance of wearing a mask. I would suggest this because 
according to the results of the survey, on average many would agree that it’s very 
important to wear a mask. The data also proves that if someone believes it’s very 
important to wear a mask, they are more likely to wear it in places where there are 
more than 10 people present. 
But how do you convince anti-maskers that it’s important to wear a mask? To do 
this, you must analyze and recognize what reasons people are wearing masks in 
the first place. 
Recommendations
According to the data collected from this survey, the most common reasons why people wear masks 
is to “protect family members/others”, to protect themselves, that it contributes to a greater good or 
getting rid of Covid-19 faster, and that the government or CDC recommends or requires it. 
Instead of coming from an informational approach, I recommend developing a message that has 
emotional appeals that are formed around the most common reasons why people wear masks. Tell 
the story of a family who cares about each other and due to that, they all wear masks before leaving 
the house. To portray someone protecting themselves, show essential workers who do their jobs 
with masks on because they encounter a lot of people throughout the day. You could tell the story of 
someone who lives in a neighborhood where they are contributing to the “greater good” by 
performing community service activities while wearing a mask. This way, people will 
associate those actionable deeds that have good connotations to wearing a mask too. 
These emotional approaches will contribute to proving and enforcing why it’s important 
to wear a mask to anti-maskers.
Recommendations
Although the target audience of this research were 18–34-year-olds, there may be some need 
to target specific audience segments. According to the data from this survey, on average 
respondents said that they don’t feel inconvenienced when wearing a mask. But when those 
responses were separated according to a respondent’s self-identified political party, 
Republicans on average responded that they were moderately annoyed from having to wear a 
mask.
Due to this, my recommendation would be to target areas and regions where Republicans are 
located the most. Since Republicans are on average more likely to think that wearing a mask is 
annoying and an inconvenience, they may be more prone to being lax about wearing masks in 
public or enforcing any rules that have to do with wearing masks. If the PSA reaches 
these people and strikes a chord with them because of the emotional message 
behind wearing a mask, this could change their behavior. 
Recommendations
There are several options as to where you can distribute your message. According 
to the data, regardless of a person’s self-identified political party, they all believe 
that the media did a relatively good job in convincing people to wear masks. This 
means that the general population will not hold skepticism towards the media if 
they continue to push people to wear masks. If the media was convincing 
regarding this subject before, they still are. 
Following within this vein, respondents of this survey chose the internet, social 
media, TV and newspapers as the places where they get their information the 
most. When choosing what media channels to distribute your PSA, I 
recommend using these channels so that you can get the best reach. 
Recommendations
It’s important to know that there are several limitations that are present within this survey. There 
is a coverage bias due to the relatively small sample size of 86 respondents. If there was a 
significantly larger sample size to analyze from, the results could be more representative of a 
larger population. Another limitation of the survey was that although it was intended for age 
groups of 18-24 and 25-34, all respondents fell into the former age group. This would mean that 
the results of this survey are not representative of those within the 25-34 age group. 
The sampling methods of this survey was convenience and snowball sampling, both of which 
yield its own limitations. Convenience sampling can be biased because of self-selection and 
most of the time cannot be generalized to a larger population. Snowball sampling can also be 
biased and poses the issue of homophily, meaning whoever is sharing the survey will 
be taken by those who are like the person who is posting it. This kind of sampling also 
cannot be used to make inferences back to a larger population. 
A Note
There are some other errors that may be introduced to the survey once it’s administered. 
There is the error of observation, that’s present through the administration method errors, 
respondent errors or instrumental errors. Administration method errors are those that come 
from the methods that you use to do the survey. Respondent error is when the person who 
is taking the survey can create errors, such as through social desirability bias. Instrumental 
errors are things that may be wrong with the actual questionnaire itself, such as vague 
wording or the question order. 
Since some of these limitations and errors are present within this survey, it’s 
understandable that you may require a more skilled team to conduct a proper 
survey of a larger population before you finalize your PSA messaging plan.
A Note cont.
